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THE proprietor of the Star can 
advertise his job printing and get 
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Printers’ Ink, one of the best, if not 
the most influential paper published, 
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second-class mails because they ad- 
vertise their business. Almost every 
paper in the country does the same, 
and just why this paper should be 
laid on the shelf nobody knows, as 
a satisfactory reason has not yet 
been given by the postal authorities 
after having weeks to consider the 
matter. 
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advertising pays best in country papers. 
The second year generally pays better than the first, 
and the third better than the second. 

To be successful in building up a country trade 
continuous advertising should be employed. 

If the means of the advertiser are limited then he 
should take a small section of territory and adver. 
tise that section thoroughly and attractively by the 
year, rather than try to cover a larger section with 
small or short-time advertising. 

After a demand has been created in the States cov- 
ered by this first year’s advertising, the territory 
may be gradually enlarged, not neglecting to keep 
up the advertising in the section originally selected. 
Increase the advertising as the profits increase. 
Never stop advertising with the idea of waiting to 
reap the benefits of what has been done; otherwise 
the benefits of what advertising should be done will 
be lost later on. 

The successful advertiser is the man who doesn’t 
rest, but is advertising always. 

If the effects of advertising in 1891 are felt in 1892, 
why not keep up the advertising in 1892, so that its 
effects may be felt in 1893, and so on each year? 
Yearly advertising can be obtained at a cheaper rate 
than transient. 


HALF A CENT a line a paper is our price for transient 


advertising in the Atlantic Coast Lists of 1400 local 
papers. 


QUARTER OF A CENT a line a paper can be obtained if 


1000 or more lines are to be used during the year. 


The Atlantic Coast Lists reach, weekly, fully one-sixth of the reading 
population of the United States outside of large cities. 60 per cent are the 
only papers in their respective towns. 

If electrotype is used but one is needed. Catalogues sent free, 
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IS “ADAPTATION” JUSTIFIABLE ? 


By Trois Etoiles. 

As an advertiser, a writer of adver- 
tisements and one who has followed 
pretty closely current discussions of 
the art, I should like to raise the ques- 
tion whether it is not entirely within 
the limits of right and propriety to 
make use of uncopyrighted ideas of 
other advertisers ? 

Who can truthfully claim to be 
wholly original? An ancient and 
respected authority has said that there 
is nothing new under the sun. Show 
me the idea that is supposed to be 
“entirely original” and I will under- 
take—if I search long enough and 
industriously enough—to find some 
previous idea from which it might have 
been adapted, 

With this condition of things sur- 
rounding us, what is the sense of trying 
to split hairs on the point of whether a 
certain sequence of words or a certain 
typographical arrangement has ever 
been made use of before? A success- 
ful business man once said tome: ‘* If 
you see a good thing, don’t hesitate to 
use it,”” and the advice seems good. If 
an advertiser wishes to prevent others 
from making use of his particular form 
of announcement, the law provides a 
way. He may copyright his advertise- 
ments—as do Dr. Pierce and a few 
others, which is equivalent to saying 
to the world, ‘‘ hands off!” But, ne- 
glecting this precaution, what right has 
he to complain if some one else appro- 
priates the idea to his own use ? 

I claim that nothing is commoner in 
advertising than this adaptation of 
ideas, 

The largest and most successful ad- 
vertisers give the best sort of evidence 
that they do not think it beneath them. 
For example, there is at present run- 
ning in the papers an advertisement of 
the Warwick Cycle Company, of 
Springfield, Mass. It isa design of a 
top such as boys spin in the streets, 
The top is surmounted by a bicycle, 
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which is, of course, supposed to be 
‘fon top” in regard to excellence. 
Precisely the same play on words and 
a similar design were used some 
months ago by the Hood’s Sarsaparilla 
people. They, in turn, must acknowl- 
edge a previous use of this idea by the 
proprietors of the Shaw Piano. This 
latter advertisement, I find by referring 
to my file of PRINTERS’ INK, was re- 
produced in the issue of Sept. 24, 1890, 
in the page of curious ‘‘ads.” Iam 
further informed that Mr. Rose, now 
with ‘‘ H.-O,” prepared a similar ad- 
vertisement for the Harries Baking 
Powder Company, which appeared in 
the Buffalo papers fully six years ago. 

Now this is only a sample of the way 
in which advertising ideas are used 
successively by different parties, I 
don’t believe the practice is dishonor- 
able. If one must make sure that 
every component part in his advertise- 
ment is original with himself, where is 
he going to come out? In business it 
doesn’t do to be too nice in such 
things. If a man fails to copyright 
his advertisement, and so mark it, I 
hold he has no right to complain if 
others use the idea in precisely. similar 
or modified form. 

No harm is done the originator by 
copying his idea. Hood’s ‘‘on top” 
advertisement didn’t hurt the baking 
powder or the piano people a penny's 
worth. Then why should they com- 
plain? Yet we frequently hear an 
otherwise sensible business man com- 
plaining that some one has “‘ stolen” 
his idea. 

In journalism it is a common thing 
to copy articles from contemporaries 
and give credit therefor. In fact, 
most of the magazines encourage this 
practice by sending out “ editors’ 
sheets” in advance of publication, with 
selections specially arranged for re- 
printing. In copyingan advertisement 
it is not practicable to give credit, but 
the same principle is involved and a 
similar compliment is implied. As 
PRINTERS’ INK itself not long ago said 
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editorially (which has led me to write 
this article): ‘‘ We have never com- 
plained of imitation, but, on the con- 
trary, have been rather pleased 
than otherwise at each new evi- 
dence of appreciation.” This is 
really the proper spirit in which 
to view the situation, and the stigma 
which now rests upon ‘‘ copying” 
ought to be relegated to the limbo of 
other old and senseless superstitions, 
**He that is without sin among you, 
let him first cast a stone.” 

Yet, after all, I must admit that, so 
strong is the prejudice against open 
and unconcealed borrowing, which this 
screed may be construed to advocate, 
that Iam constrained for the present 
to bow to the general verdict and ex- 
press my views over the non-committal 
signature of three stars. 


ADVERTISING FAKES. 
By L. J. Vance. 


They are all sorts and sizes, Some 
work their ‘‘ fakes” on a large scale, 
others do a kind of petty faking. 
However, it is often more profitable to 
**rope in” thousands than to catch a 
few countrymen. 

The American people are always on 
the look-out to obtain something for 
nothing. The bunco advertiser takes 
advantage of this feeling, every time. 
He baits his hook with the magic 
word, FREE. He never fails to get 
many nibbles and bites. It keeps him 
busy pulling his lines in. 

I am surprised that high-grade mag- 
azines ‘and’ periodicals ‘lend their. col- 
umns to this sort of thing. They 
must know that the advertisement is a 
delusion and a snare. 

I have before me now the March 
number of a magazine, bearing the 
name of an honorable publishing 
house. Yet I find several ‘* fakes” in 
its pages. For example, under the 
word FREE, which is, of course, in 
big, bold letters, there is the old crayon 
portrait fake. ‘This is the ‘‘ special 
offer” ; We will make you a CRAYON 
PORTRAIT FREE OF CHARGE, provided 
you exhibit it to your friends, and use 
your influence in securing us future 
orders.” The individual who last 
worked this fake in New York used to 
make his profit on the frames, which 
were supplied at a certain price, or no 
picture. His career came to an un- 





timely end, The P.,S. to the above 
advertisement reads: ‘‘ We will forfeit 
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$100 to any one sending us photo and 
not receiving crayon picture free, as 
per this offer.” And that is where 
the joker lies, 

In the same number of the maga. 
zine I read, under the heading Given 
Away, ‘‘ This is the which we 
give entirely free,” and further on, in 
nonpareil, ‘*to our customers of 1892,’ 

Without looking far for flagrant 
cases, I pick up a paper for children 
and mothers, 

Here, again, the FREE ‘‘ racket” is 
worked for all it is worth. One ad. 
vertisement reads: ‘‘ You can get FREE 
a steam ‘cooker’ that fits any stove, 
and cooks all kinds of food at the 
same time.” Before sending the 
postage stamps place the accent on the 
word ‘‘ can” in the quoted sentence, 

Another advertisement in the same 





‘ 








paper reads: ‘‘If you want , ad- 
dress - It will astonish and 
please. FREE.” 


One of the boldest ‘‘ bluffs” is that 
of a ‘‘chord instructor,” printed in 
the same paper. It reads; ‘‘If you 
do not play, you can, with the assist- 
ance of the music published for the 
chord instructor, without any previous 
knowledge of music, learn harmony, 
and you can learn to accompany a song 
on any instrument in a few minutes,” 
The deception is apparent. 

In one of the well known magazines 
for March there is this “offer”: 
‘* Every person who answers this ad- 
vertisement can obtain a ring FREE!” 
A picture of a jewel case containing 
‘‘our 18 K. solid gold, genuine chem- 
ical diamond ring” (whatever that 
kind of a ring may be), is given, with 
the rays flashing from the stone. 

Here is the ‘‘ fake”: ‘‘If you wish 
to secure this valuable present measure 
your finger with a string, to insure 
perfect fit, then cut out this advertise- 
ment, and return tous, with 10 cents 
in silver, and we shall mail to you A 
GOLDEN Box oF Goops, that will 
bring you more money than anything 
else in America,” etc. 

Could anything be more ingenious, 
yet more deceptive? There is some 
difference between a ‘‘ chemical dia- 
mond ring” and a ‘‘golden box of 
goods,” I take it. 

About this time of the year adver- 
tising ‘‘ fakes” are abroad. 

They reap their harvest in the spring 
months, It is then that the American 
people feel ‘‘tired”; have aches and 
pains, dyspepsia, bad blood, torpid 
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liver, freckles, coughs, colds, catarrh, 
constipation, and the other ills that 
flesh is heir to. 

In this article I do not refer to the 
yarious medical ‘‘ fake” advertise- 
ments, but rather to advertisements 
like this: ‘‘ MONEY FOR THE HONEST, 
in amounts of $50 to $500, on one to 
ten years’ time. Our new plan availa- 
ble to all, burdensome to none, State 
amount you can use, also age and 
occupation. The system in full, with 
forms, etc., free, on receipt of stamp.” 
Who can guess what the advertiser is 
driving at ? 

Such an advertisement as the follow- 
ing hits us all after a winter season of 
theaters, flowers, etc.: ‘‘ARE You 
Broke? I will help you to save 
money at once. In one month your 
pockets will bulge out with silver. 
Strike first and get the pile. Send 10 
cents in stamps (or silver) to Box —.” 

The advice to ‘‘ strike first and get 
the pile” is good. 

Half the people read an advertise- 
ment as they do a novel—hastily and 
skipping parts. That is one reason 
why they do not see the decoy. 

Take the very common advertise- 
ment, illustrated with what at first 
glance looks like a watch and chain, 
The head-lines are: ‘‘ The ‘ New Am- 
erican’ Stem Winder and Setter. Only 
$1. Just patented. Entirely New.” 

The next paragraph states the num- 
ber of watches made in a Connecticut 
town. The ‘*‘New American Stem 
Winder and Setter” is now described. 
One would think the article was a 
watch, but it isn’t. Nowhere in the 

advertisement is the stem winder called 
a “watch.” The advertiser was ar- 
rested, but he escaped his reward on 
account of the wording of the adver- 
tisement not coming within the letter 
of the law. But the post-office au- 
thorities suppressed the man, who was 
sending out stacks of Bibles at fifty 
cents each to erotic men and women, 
who wanted ‘‘the most vulgar book 
ever printed.” 

Such is ‘‘ fake” advertising. I 
have pointed out the wrong. Who 
will apply the remedy? 





NEWSPAPERS increase in numbers, 
not according to their cheapness, but 
according to the more or less frequent 
wants which a great number of men 
may feel for intercommunication.— 
De Tocqueville's Democracy in Amer- 
tea, 
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WITH ENGLISH ADVERTISERS. 
By T. B. Russell. 
Lonpon, March 9, 1892. 

As a rule, the kind of advertising 
which aims at exciting attention by set- 
ting a sort of puzzle before the public 
seems to me rather pooreconomy. For 
instance, when a man engages a certain 
space in a newspaper for a week (or 
more)—or secures a space of a wall, 
fence, or hoarding, and proceeds to 
build up the name of his commodity a 
letter at a time, with the exhortation to 
‘watch this space,” he is losing a good 
deal of his opportunity to make known 
his name, or publish his statement, and 
a larger amount of money is wasted in 
the earlier days than is likely to be re- 
couped when at last the name is really 
published. ‘This is always a risky sort 
of experiment, for newspaper space is 
very costly (despite the opinion pre- 
vailing at the Post-Office of the United 
States to the contrary), and the pro- 


verb says: 
Experiments are tried on humble subjects, 
or should be. 
x ca oo & x 


When advertising is bought the wise 
man takes care that readers of the pub- 
lications employed shall have as little 
opportunity as possible of putting them 
down without seeing his announce- 
ment. Therefore he makes at least the 
most important part of his advertise- 
ment —the name of his goods, or the 
heads of his argument—clear, bold 
and conspicuous. He does not hide 
them, in the hope that the trouble re- 


FOR THE PEOPLE 


ge 


SOAP 


IN FINE POWDER 









quired to worry them out may make 
them more impressive when found. 
He is too much afraid of having them 
missed altogether, But if curiosity 
can be excited without detracting from 
the obvious and bold character of the 
announcement, it is good advertising. 
The proprietors of Hudson’s Extract 
of Soap have been doing this in a very 
ingenious manner lately. For some 
years one of their most regular adver. 
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tisements, both in newspapers and on 
enamelled iron and other street signs, 
has been ‘a large representation of a 
lantern throwing out a bright beam of 
light, in which the name of the soap, 
or a statement of its claims, is dis- 
played. On the picture of the lantern 
there are always three letters, without 
apparent meaning. Now, for the first 
time, so far as I know, advertisements 
like the following are being inserted in 
daily and weekly papers, explaining 
the mystery. Hudson must have had 
a considerable variety of posters and 
enamelled signs, for it is not at all 
uncommon to see fifteen or twenty of 
the latter on a railway station, no two 
of them bearing the same set of letters, 
though similar in all other respects : 
AMUSEMENT ON THE RAILWAY. 
On a long or short journey, the time slips 
away in trying to puzzle out the meaning of 
the mystic letters on the Lanterns advertising 
Hudson’s Extract of Soap. Here isan explan- 
ation of some of them: 
M.L.C. Much Longer Clean, 
Anything washed with Hudson’s 
Extract of Soap is thorough] 
washed, therefore remains poe | 
longer clean, 


Q.A.S. Quick and Safe. 
Hudson’s Extract of Soap is a 
rapid washer, and will not injure 
the most delicate fabric. 

L.N.S. Leaves No Smell. 


A distinctive advantage over all 
other Soaps, Hudson’s leaves all 
sweet. 


H.S.H. Home, Sweet Home. 
The Sweetest Homes are those 
where Hudson’s Soap is in daily 
use.—[Apvt.] 

# * * a s 
We have just got over the election of 
the London County Council—a sort of 
administrative parliament for the me- 
tropolis. It is a body consisting of 

137 members, and controls such mat- 

ters as street paving and construction, 

the erection of bridges, the cutting of 
sewers, etc., under the control of the 

Imperial Parliament. Thus, it .was 

the County Council which prohibited 

what were called sky-signs; namely, 
skeleton wireframes of enormous size, 
erected on the roofs of houses to hold 
up large gilt letters, which pretty often 
got blown down, and were heavy 
enough to bea source of considerable 
danger to the streets. The Council 
has no legislative, but only adminis- 

trative powers, but is elected on a 

political basis. It was created under 

a Local Government act, passed about 

three years ago by the present Govern- 

ment of Lord Salisbury, but, contrary 
to all expectations, when the Council 





was elected (by household, including 
female, suffrage) it contained a large 
majority of the party opposed to Lord 
Salisbury. In the late election, this 
majority, against still more certain ex. 
pectations, was so far increased that 
everyone is asking, of the other side, 
in Hans Breitmann’s historic words: 
‘*Where is dot barty now?” This 
circumstance is only mentioned here, 
because it gave rise to a notable in. 
fringement on the part of the Daily 
News (London) of the imbecile rule of 
English dailies, of never mentioning a 
daily contemporary by name. This is 
almost a law of daily journalism; 
but the Daily News, which is an 
Opposition paper, could not forbear 
the unkind satisfaction of comparing 
the confident predictions of victory 
held out by the Ministerial organs last 
week with their apologies for defeat 
this week. And so the usual (and very 
absurd) practice broke down, 


AN OLD-TIME CRITIQUE ON AD- 
VERTISING., 





While so much printers’ ink is ex- 
pended on various methods and styles 
of modern advertisements it may be 
interesting to read what a critic wrote 
more than a century ago on this sub- 
ject. I take it from the Mirror, a 
periodical paper published at Edin- 
burgh in the years 1779 and 1780. It 
was issued semi-weekly and was a very 
small affair—a 16 mo., and as bound 
there is rarely more than one article to 
a number averaging four to six pages. 
The two volumes I have bear the stamp 
of the Antiquarian Society, Worcester, 
Mass. This much by way of intro- 
duction. 

The ‘‘Critique” from which I will 
quote is No. 80 of Vol. II. It com- 
mences by saying: ‘‘ Authors have been 
divided into two classes, the instructive 
and the entertaining, to which has been 
added a third, who mix, according to 
Horace, the utile dulci, and are, in his 
opinion, entitled to the highest degree 
of applause. 

‘* Readers complain-that in none of 
these departments is there, in modern 
writing, much pretension to originality. 
In science, they say, so much has 
been already discovered that all a 
modern writer has left is to explain 
and enforce the systems of our prede- 
cessors ; and in literature, our fathers 
have so exhausted the acuteness of 
reasoning, the flashes of wit, the luxu- 
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riousness of description, and the inven- 
tion of incident, that an author nowa- 
days can only give new form, not 
matter, to his argument ; a new turn, 
not thought, to his epigram ; new atti- 
tudes, not object, to his picture ; new 
language, not situation, to his story. 

“* However true this complaint may 
bein the main, there is one class of 
writers to whom the charge of triteness 
does, I apprehend, very little apply. 
They are generally of the first species 
mentioned above, who publish useful 
information to mankind ; yet in the last 
quarter of the 18th century, their in- 
formation is often as new as if they 
had written in the infancy of art and 
science, when every field was open to 
the researches of industry and the in- 
yention of genius. The writers I 
allude to are the authors of those little 
essays which appear in the learned 
world under the title of ‘ Advertise- 
ments,’ ” 

The writer then gives examples of 
advertising, one very long by Dr. 
Dominiceti, in which he informs the 
public that by means of his remedy he 
is able to treat the disorders which he 
enumerates in a way that there shall 
be ‘‘ no evil, no pain, but on the con- 
trary much pleasure, and even luxury.” 

Another advertisement is that of Mr, 
Fair,a mason at Edinburgh, of which 
the critic says : 

“Scotland, though not remarkable 
in this department of literature, has 
the honor of producing an author, who, 
in an advertisement published not long 
ago, has added to the stores of natural 
history the following very curious facts 
with regard to the properties of air and 
heat: ‘ Air and smoke are two elastic 
fluids, capable of being condensed and 
expanded. Heat, or the fire in the 
grate, expands the air. Being ex- 
panded it becomes lighter, and, as it is 
in nature for light matter to swim to 
the top of the heavier, it rises up the 
vent, carrying the smoke with it. This 
is the principle by which fire burns and 
smoke ascends. Now that the particles 
of air may be brought above the fire, 
that they may be heated to expand and 
carry off the smoke, should be the care 
of a mason in the finishing of the fire- 
places. On the contrary, it is the cause 
of smoke. The other cause of smoke 
isthe wind. Wind isacurrent of the air 
always rushing into voids. At the same 
time it goes forward, by the law of grav- 
ity it hasa tendency to press downward. 
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ject higher than the chimney-top, grav- 
ity brings it downward, pressing the 
smoke before it. 

“*These discoveries, however new 
and astonishing, are not supernatural, 
But I have just now read an advertise- 
ment which carries its information be- 
yond the bounds of time and space; 
and, though the modesty of the au- 
thor allows that she has borrowed some- 
thing from the Eastern Magi, may 
fairly be deemed an original : 

*** Mrs, Corbyn, at No. 41 Starhope 
street, Clare Market, London, by the 
genuine rules of the real astronomical 
arcana, for which the wise men of the 
East were so noted, undertakes to an- 
swer all legal astrological questions 
in a most surprising manner, contin- 
ues to give the most amazing accounts 
of persons by sea and land, gives at- 
tendance at the warehouse every day 
from ten in the morning to eight at 
night.’ The wise men of the East, 
and some other astrologers, might per- 
haps retail some predictions, but the 
idea of a warehouse of prophecy was, I. 
am persuaded, reserved for Mrs, Cor- 
byn of Clare Market.” 

Our author tells us of another adver- 
tisement in which ‘‘ Elastic Cushion 
and Spring Curls” are represented as 
being ‘‘ as natural and becoming, nay, 
by many thought more so, than the 
natural hair itself !” 

“It is not benevolence alone that 
forces Mr. Speediman, in spite of his 
natural modesty, to address the public 
in an advertisement: ‘ Mr. Speediman 
would be unjust to the Public if he 
should any longer delay acquainting 
them of the virtues of his stomach pills.’ 
Are there not daily advertisements of 
sales ‘far below prime cost,’ which 
continue for several years, to the evi- 
dent advantage of the public and loss 
to the advertiser? And does not. Mr. 
Molesworth press adventurers in the 
lottery to purchase his tickets and 
shares, though he knows, by certain 
calculation, that they are to be drawn 
prizes? To such men may not the 
motto of the illustrious Dr. Dominiceti 
be most deservedly applied : 


Non sibi sed toto genitum se credere mundo, 


Which, however, as malice is always 
ready to detract from merit, I heard 
a wicked wag of my acquaintance trans- 
late the other day to a company of la- 
dies, that the Doctor’s fumigations 
‘were to make himself live, and to kill 


Now, when it blows over any one. ob- all the world beside,"” M.D. W, 








BOIL IT 
By Benj. 


No one will dispute the 
advertisement the story should 
number of words, so long as 
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DOWN. 
C. Nevius. 


proposition that in writing an 
be told in the smallest possible 
clearness, ease in reading, and 





general effectiveness, are preserved. 
This morning’s mail brought to my desk a little advertising 


pamphlet of a New England paper. 


I read it with interest, and 


reproduce it here for the readers of PRINTERS’ INK. 





One of the ablest and most successful mer- 
chants of his time divided the people who buy 
goods into three classes : 

First.—The “* million’’ who are more or less 
anny ae from time to time—the people who 

uy small individually, but enormous quanti- 
ties in the aggregate. 

Second.— The well-to-do “one hundred 
thousand "’—the people who buy pretty largely 
individually and great quantities in the aggre- 
gate. 

Third.— The select “ten thousand’? who 
buy largely individually, but whose aggregate 
purchases as compared with the other two are 
relatively small. 

Shrewd advertisers should advertise particu- 
larly to reach the first two classes. The 
** million ” and the *‘one hundred thousand ” 
buy ninety-nine one-hundredths of all the 
goods which are sold. 

It is not much use to advertise to reach the 
third class, or the select ‘ten thousand,” be- 
cause they rarely read advertisements. Many 
of them affect to sneer at firms who do adver- 
tise. They do not buy ready-made clothing 
because they have their garments made by 
their favorite tailors. 

They do not buy prepared medicines because 


they will trust their ailments only to their fam- 
ily doctors. They have their boots made, 
they have their favorite furniture maker and 
grocer, and they scorn the idea of looking at 
wr. advertisement to supply any of their wants, 

onsequently, the man who spends any 
money in the hope of securing the patronage 
of the select *‘ ten thousand’ simply wastes it 
in ninety-nine cases out of a hundred. 

People who do read advertisements to buy 
goods to the best advantage are comprised in 
the other two classes—the * hundred thou- 
sand” and the. “ million.”” From this patron 
age sales can be increased and profits multi- 
plied. Ninety and nine of all the fortunes 
which are made are based upon the trade of 
these two classes. 

Many of the select ‘ten thousand”’ read 








the , especially on Sunday; but the 

reaches the ‘‘hundred thousand” and 
the “million”? more completely than any 
other newspaper in New England. It is their 


favorite family newspaper. ‘This is why the 
pays the advertiser better than any 
other New England newspaper. 

he not only has the largest circula- 
tion in New England, but it reaches the pur- 
chasing classes in their homes better than any 
other newspaper in this field. 














The whole pamphlet was 


matter above was spread on eight white pages. 
special pains taken to keep a single idea on a single page. 


very neatly prepared, and the 
There was no 
It 


occurred to me, after reading it, that possibly even this good 
advertisement might be improved by condensation, and I give 


below my attempt. 
might occupy a page by itself. 

A successful merchant once divided the peo- 
ple who buy goods into three classes : 

First.—The “ million ’’ who buy small quan- 
tities individually, but enormous ones in the 
aggregate. 

Second.—T he well-to-do “* one hundred thou- 
sand”? who buy pretty largely individually 
and very largely in the aggregate. 

ird.—The select ‘‘ten thousand” who 
buy largely individually, but whose aggregate 
purchases are relatively small. 

Shrewd advertisers try to reach the first two 
classes, who buy ninety-nine one-hundredths 
of all. the goods sold, and who read advertise- 
ments in order to buy goods to the best advan- 


ec. 
. He who spends money in advertising to se- 
cure the patronage of the select ‘ten thou- 


This is so arranged that each paragraph 


sand” usually wastes it. They rarely read 
advertisements—many of them sneer at firms 
who advertise. ‘Their ailments are trusted 
only to their family doctors; they have their 
favorite tailor, shoemaker, furniture maker and 
grocer, and scorn the idea of looking at an 
advertisement to supply any of their wants. 

Many of the select ‘‘ten thousand” read 
the , especially on Sunday, but the 
is read by the *“‘ hundred thousand” and the 
** million,”’ and by their families, more gener- 
, than any other newspaper in New Eng- 
and, 

The has the largest circulation in 
New England ; reaches the purchasing classes 
in their homes better than any other news- 
paper in this field, and therefore pays the ad- 
vertiser better. 

















I have certainly “boiled it 


lost in general effectiveness in the process? 


down”: has the advertisement 




















Miscellanies. 





THE NEW METHOD. 


Poet—I have written some triolets which I 
should like to have published in your valuable 


r. 
MEditor—Take aseat, please.—Puck. 


The difference between an editor 
and his wife is,that his wife sets things to 
rights while he writes things to set.— Zr. 


City Editor—No reporters are to be 
admitted. 

Great Editor—That’s so! Tell him to make 
it five columns.—Drake's Magazine. 


A Missouri newspaper has 700 
cords of wood due on subscription, and not a 
single stick in the woodshed.—A merican Art 
Painter. 


But few words rhyme with ‘‘ adver- 
tiser.”” 
The advertiser, 
He is wiser 
Than the Kaiser, 
About exhaust the panel—Detroit Free 


Press. 


His Premature Death.—A young 
Frenchman of Des Moines, Ia., advertised 
for a wife, and as there was no response he 
killed himself. If he had succeeded in get- 
ting the wife he might have lived at least 
three months longer.—/udge. 


City Editor—You’d better go home 
and go to bed, Stickleback. You can’t write 
in that condition. 

Stickleback—Can’t, eh? Thash all rish, 
ole mansh, Shush in condishoush wri’sh dia- 
lec’ story’sh !—7own Topics. 


An Intelligent Compositor Did It.— 
The following advertisement, inserted in a 
Brooklyn newspaper on Saturday, led to the 
reconciliation of the couple mentioned : 

* Jagy.—For two (2) days after date I will 
not be responsible for any debts contracted 
by my wife. F. Jagy, 790 Monroe street, 
Brooklyn, N. Y.” 

Mr. jasy says that he and his wife hada 
quarrel over something which is now of no 
importance, and in anger he went to insert an 
advertisement in the usual form, He wanted 
to insert it ‘fortwo days,’’ and so marked it, 
and the intelligent compositor set it up as 
printed. Mrs. Jagy was so amused when she 
saw it that she communicated with her hus- 
band and the reconciliation followed.— Weekly 
Journalist. 
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** What is the hardest part of joke 
writing, Whittix ?” 
_ ‘Punctuation. That’s the reason so many 
jokes lack points.” —Zfoch. 


‘* Why do you call him an imagina- 
tive writer?’ 

“*T have heard him speak about the prices 
he gets for his articles.” —Puck, 


Did He ‘‘ Paste” Him as Well ?— 
“T cut out a funny thing yesterday,” said 
the local editor. 

“* What was that?” 

** A dude who was paying attention to Miss 
Huggins.” — Yonkers Statesman. 


**T never send a story out for pub- 
lication,” said Dullpath, the realist, ‘‘ without 
first having slept over it.” 

*“*I don't believe I have ever read one of 
them, either, without doing the same thing,” 
returned Hawley.—Harfer's Bazar. 


Valuable Manuscript.—‘‘I have a 
valuable piece of manuscript,” said the 
society reporter to the managing editor, “I 
wish you would write ‘ must’ on it ; I want it 
to ‘go,’”’ 

** Let me see it,” said the managing edi- 
tor. When he opened it up this is what he 


read: 
** Will the business manager please advance 
20?"’—Boston Post. 


Managing Editor (to Proprietor)— 
Flyer, our uptown man ovght to have a desk. 
He’s the best et gl we've got. 

Proprietor—How’s that? I thought he was 
a regular stick, 

Managing Editor—Stick? Why he’s a ge- 
nius, e found that broken rail that caused 
that accident in the Zig Zag Central and sat 
on a stone eight hours waiting for the accident 
to occur, so he could get the story in to-night’s 
paper.—Drake’s Magazine. 


The Hon Joseph Mulhatton appa- 
rently has secured a position upon the editorial 
staff of the Fergus Falls (Dak.) /ourmad, as 
the last issue of that voracious publication 
says that a farmer of that place raised 1,000 
bushels of pop-corn this year and stored it in a 
barn. The barn caught fire, the corn began 
to pop and filled a ten-acre field. An old 
mare in a neighboring pasture had defective 
eyesight, saw the corn, thought it was snow, 
and laid down and froze to death.—Peck’s 
Sun, 








SOME QUEER WANTS. 


Wantep—A skillful dentist to fill the teeth 
of a gale. 

WantrEp—A cook to prepare dinner on a 
mountain range. 

WantTep—A stand-up collar for the neck of 
the woods. 

WantTED—A hat to fit the head of the Mis- 
souri River. 

WantTev—A set of artificial teeth for the 
mouth of the Mississippi. 

Wantep—A crown for the brow of a hill. 

WanTED—A snug-fitting shoe for the foot 
of a mountain. 

WanTep—Several hundred women to scour 
the country. 

Wantep—An energetic barber to shave the 
face of the earth, 

WaNTED—A lady to wear the Cape of Good 
Hope. 

WantTEep—Locks for the Florida Keys. 

WanTep—A wise man to teach the Scilly 
Islands, 

Wantep—Some one to love the River 
Darling.— Brooklyn Life. 
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FASHION PLATES IN ADVERTISING. 
From the Lowell (Mass.) Arena. 

Comment has often been made upon the art 
of the pictures in the average newspaper, It 
does not touch a high mark, as a rule, and 
newspaper portraiture is atrocious, with excep- 
tions. But possibly the most abominable out- 
rages on art are the pictures which Redfern 
uses to illustrate his fashion ideas, Tall wo- 
men, with waspish waists, elongated necks and 
awful figures; faces without expression, and 
the whole shape of the body reminding one of 
a series of triangles thrown together. Either 
Redfern’s artist is insane, or else his subjects 
are drawn from women that only he gets a 
glimpse of, TI.edfern’s women are freaks, and 
the limner of them should be exhibited in a 
dime museum, 





WANTS. 
Advertisements under this head 75 cents a line 


\ 7 ANTED, Results.—Vick’s ine’s ‘* 200,000 
guarant teed” gives them them. 38 Times Bldg, N.Y 


FFER your close pric prices through W. B. 
CHEA' M, Mds. ds. Broker, Little Rock, Ark. 


V 7 ANTED—Editor wishes to buy a country 
newspaper. Address ‘A ‘A. B.,” Printers’ Ink. 


Spat pe and adv. manag manager of m’thly in N.Y. 
wishes position. _Address | “P.,” Printers’ Ink. 


7 OU should get our prices on Embossed Cata- 
log Covers. Designs furnished free. ORI. 
FITH, AXTELL & CADY CO., Holyoke, Mass. 


Ww+ NTED—Gen. and nd local agents for Loan Co., 
of high standing. Address, giving refer- 
ences and experience, Box 622, Minneapolis, Minn. 


T= LAND OF SUNSHINE, with GENIAL 

CLIMATE and FERTIL E SOIL. For homes 

or investments write to WRIGHT & MILLER, 
Wichita, Kansas. 


ANVASSERS WANTED to secure subscri 

tions for PRINTERS’ INK. Liberal terms al- 
lowed. Address Publishers of Printers’ Ink, 
10 Spruce St., New York. 


G AZETTE ADVERTISING RECORD. Perfect. 

x somone terms of every contract in a sin- 

le line. Records expirations. Only #1. Circu- 
and testimonials. GAZETTE, Bedford, Pa. 


7 ANTED TO BUY—Stereotyping outfit for a 
o BE, nod, a combination machine pre- 
ferred. , giving description and price, 
‘DER DEUTSCH co 
more, Md 


RESPONDENT, ” Iti- 

Vj 7 ANTED—Man with $3,000, to take an interest 

in first-class “appt gd and publishing estab- 
ment; two weekly t 


pers ; seven presses, 
and photo-engraving plant. Address “ ICA,” 
care Enquirer, Cincinnati, O. 


I RIGHT MAN. RARE CHANCE. Established 

Printing House, publishing two monthlies, 
wants gree oa aie Must have $¢10,000.00. 
Salary, $1,800. 5, Printers to start. Only hustler 
need apply. Box 35, rinters’ Ink. 


Wy step ~ Some young man with small cap- 
ital to bey a half or whole interest in a 
agazine. A good field. Several 
Address with and for 
particulars, “ E. C. ’ care of Printers’ Ink. 


31 0, 000 WANTED! A gentleman with 

the above amount can secure an 

terest in a well-established publishing corpora- 

tion that is about to enla and increase their 

business by the nade of a well-known paper. 

Onl Cay pe mar a als giving references need answer. 
ress care Printers’ Ink. 


VERY ISSUE of PRINTERS’ INK is carefully 
by many thousand newspaper men 

and printers, as well as by advertisers. If you 

want to buy a — or to get a situation as Xai: 

tor, the thing to is to announce your desire in 

a want advertisement. Any story that can so 

told in twenty-five words can be 


coe macueniy mages 
hundred dollars 


nse: 


three dollars. As a rule one insertion can be re 
upon to do the business. 


lied 








PRINTERS’ INK. 


FOR SALE. 
Advertisements under this head 75 cents a line 
Sars FOR COLLECTIONS—Send for lists, 
E. T. PARKER, Bethlehem, Pa. 


OR SALE—Advert: . ** No Proof, No Pay,” 
200,000 monthly. Vick’s eMaasine, » A 


42 Lines $1. 1 in. $3.50. 1 col. © $156.80, 
50,000 proven. Woman's V “4 h hens, Ga, 


——— ILLUSTRATIONS for rs. Cai 
e, 25c. AM. ILLUS. CO., Newark, N. if 
Gust, BARGAIN on Double Cylinder Press, 
$400, if — now, Address DAILY NEWs, 
Springfield, Mass. 


SOR SALE-38_ acres in Houston, Texas, for 
ee. Can be sold in lots at $50,000, J. R, 
JETER & CO., Houston, Texas. 


OR SALE—Count py mg a: hand 
hes ; 
rice, 9450. TEESTER’ 








mn 
dress COLLINS 
pe Founders, 705 Jayne St., St., Philadelphia. 


Fez SALE—One of oldest and best pay ing Re- 
publican county papers in Ohio. reasons 
for sell Any, one having 10,000, meaning 
business, address “ OHIO,” care ters’ Ink, 


, resses, 
I 0 0, 000 aisnnca anne sell be any Seateet 
$2.00 1 0, —r forfeit 4 cts. on each returned 
goad” ? ‘Pry 1,000. AGENT’S HERALD, Phila., Pa. 


SIX-HORSE FOWER OTTO GAS ENGINE 
in perfect comaiiten. Run only six months, 
< ery cheap for cash. Too small for owners. Ad- 
> GREINER SHOE M’F’G CO., Vincennes, 


Foe SALE—7,381 addressed _envelo # Ohio 

miscuous ee list \ 3 Si State of ad 
from the smaller towns been sold 
fore or du om y, My ” OHIO.” care a 
Printers’ In 


ho SALE—An afternoon daily in one of the 
pleasantest New England cities. Splendid 
ileal printer for a a. for one or two prac- 
cal printers we limited funds. Address * H. 
rinters’ Ink 


poe SALE—Bullock Printing Press, in 
running order; but ve little used. 
pacity from 8 to 10,000 per hour. At ver 
a price and reasonable terms. Address AR 
VON SENDEN, P. O. Box 182, Pittsburg, Pa. 


MPORTANT! Printers and Advertisers. 5,000 

stock cuts, initials, comic and other illustra- 
tions. 15c.each. News per portraits, any sub- 
ect, $1.00. Illustrate your town. Boom your 
business. Catalogue 4c. Write for information. 
CHICAGO PHOTO ENG. CO., Chicago. 


1% YOU WANT TO SELL your Newspaper 
Job Office, a Press, or a a of Type, al the 
story in twenty- -five wo nd send it, 

three dollars, to the office of "p RINTERS? INK it 
you will sell cheap enough, a — insertion of 
bees announcement will generally secure a cus- 
omer 


A GREAT BARGAIN—For sale, the only ex- 
clusive job printing office in El Paso 
County, Col. located at Colorado Springs, and 
doing a good business ; price, 500, about half 
the cost Sf the mai terial, which is all new ; senece 
haa? polling, Tp pool is publishing a a 
n Kan upies his ent 
ae the JNO. Q. ROYCE PRINTING HOUSE, 
esesade Serings, Col., or JNO. Q. ROYCE, Smith 
notre, Kan. 


perfect 
Ca- 
low 
HUR 
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SPECIAL NOTICES. 





Advertisements under this head, two lines or 
more, without display, 75c. a line. 


V Ic 
G RIT 
Vrs 


ya" BIBBER’S. 

















yo Magazine. 


200,000 Vicks. 


Y1CK'S, 41.5 per line. 


GPOKANE SPOKESMAN. _ 

y= 200,000 is Guaranteed. 

qr, 3 mos. or 200 lines, $1.18. 

‘fia 6 months or 400 lines, $1.12. 

yrs, 9 months or 600 lines, $1.06. 

yee. one year or 1000 lines, $1.00. 

== INKS are the best. New York. 

wr IS MISTCHAYACK! He writes advs. 

ff HE TOURIST. Have you seen it! Utica, N.Y. 

‘Scio EDUCATOR, Boston, for Teachers. 

ft 200,000. Endorsed by Rowell because 
it’s 80. 

vars 200,000. Endorsed by Morse because 
it’s a fact. 

V ICK’S 200,000. Endorsed by Thompson be- 
cause it’s proved. 
OHN T. MULLINS’ MAILING AGENCY, Faulk- 
land, Del. $2 per 1,000. 


Bae TIMES proves over 33,000 circula- 
tion. It will pay you. 


Gis PIECES FOR PREMIUMS. E. M. LE- 
MARIE, Little Ferry, N. J. 


VIck’s oe. H. P. Hubbard 

Times Building, New York. 

Hoxz JOURNAL, Ellwood City, Pa. 5,000 
circulation. 5 cents a 


ICK’S Magazine, = ll no doubtful 
advs. Hence, good company. 


» Manager. 38 


GENTS GUIDE, New York. The leading edn 


agents’ paper. Send for copy. 


TS. ADVERTISER’S GUIDE—Mailed free by 
NLEY DAY, New Market, N. J. 


OSTON HOTEL GUIDE reaches 
will buy a hotel quick if price is 


Buys 1 inch, 4 times, in OHIO STATE NEWS 
8 and SUNDAY NEWS, Youngstown, O. 


TICK’S, 200,000. Endorsed by Rowell, Morse, 
Thompson and allagents. Can’t help it. 


)UT IT IN THE POST,” South Bend, Ind, 
Only morning paper in Northwest Ind. 


V ICK’S, 50 cts. per year, hence popularity. 
Advertisers guaranteed 2 200,000 or no pay! 

ss EY’S Canada List (60 (60 pay ; adv. rates 

30c. line. D. R. DEWEY, Can. 


aie oe 
\ EDICAL BRIEF (St. Louis). est circ 
i tion of any medical journal int 


e world. 
NATIONAL CIRCULATION. 


pesgte who 


6s 


THE CHRIS- 
TIAN PATRIOT, Morristown, Tenn., has it. 
EW HAVEN NEWS HAS LARGEST DELIV- 
ERED Circulation in the State of Connecticut 
GTENOGRAPHERS furnished without char; 
for my services. W.G. V.G. CHAFFEE, Oswego, N. 


One STATE JOURNAL. Daily 12,370, Week- 
ly 22,450, Sunday 16,356. Covers Central Ohio. 


UPERIOR Mechanical Eng Engraving. Photo Elec- 
S trotype Eng. Co., 7 New Chambers 8t., N. 


BIGGER — THE TERRE HAUTE EX- 
Indiana outside 


T IS 
PRESS—than an r in 
Indianapolis. Anan 
TRECTORY PUBLISHERS, please send circu- 
jars ond eerie list of your directories to U 8S 
ADDRESS Box 1407, Bradford, McKean 


0., 
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ula TISERS 
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F YOU WISH to advertise anywhere 
Ts time write Lt — P ROWELL & CO. - 


Not 10 Spruce “7 New Y 


5 LINES 26 A, 8. 
$1.50 — per jae um per day 4 ENT PRISE, 
Brockton, Mass. ire’n 6,500. 

81. gave inch ad. until Jan.1 

e uarantee 100,000 Copies, placed = 
WORLD PUBLISHING CO., Passumpsic, Vt. 


I ANSAS is thorou; ay covered by THE KAN- 
SAS WEEKLY CAPITAL, Topeka, Kan , the 
leading farm and family newspaper of the State. 


UR RATES are so low ee) we can’t buy a 

e ad. We prove 20, cire’n. Sample 

free. ILLUSTRAT WEEKLY, Topeka, Kansas. 

‘Vane PEOPLE’S ILLUSTRATED JOURNAL 

(monthly), New Orleans, La. A Southern —. 
y magazine, it reaches Sou’rn homes. Adv’t 


De you want a new and novel Werid’s oa 
a — = oe Snegenng your circulation? 
cents. ILLUSTRATED 


HOME JO JOURNAL. Tadeage. Ills. 


<a DEALERS—M. Plummer & Co., 161 

Will 8t., ery kind of paper 

used by printe: rs and ra eeg at lowest prices. 
Full line quality of Printers’ Ink. 


Pays for printicg and distributi 
$10, 00 fo 000 Fi — bs in foaume 
N. J. »A . Hy - nteed. For icu- 
= F. STOKES & CO., 121 N. 4th St., Phi a. 


‘ie Seventh Annual Edition Co-operative 
Cc . ready, gives gg of all co- 
——- insurance associatio Mailed for 25 

mts. Address F. LEAVENWORTH PUB- 
LISHING CO., Detroit, Mich. 


T'S GREAT MEDIUM for the South and 
BELFORD’S MAGAZINE, mony: 





New York, is among the 161 a which 
the new edition of the American News r Di- 
for 1891 accords a re lar eireulatio ion of 


eeeen! 
more than 50,000 copies each 
Topacco HABIT ge a BOTOBAL. 


Newspaper —w 1 zagee , 
teed to crre wean $ ase, $2.50. Pay i in adverts 
yo our “ Don’t Tobacco 8S it G HEM ie 


sony.” Mailed free, THE STER 
x 117, Indiana Mineral 8 ale 


ipa GALAXY | OF MUSIC, Boston, Mass., will 
rth of ce po Se Advertiser 
re 


every month. 
and rates free. 


C= PAPERS. Trade Pay 

/ of all nytt 3 to any of the various trades, 

potoeions, societies, etc , may be found in Geo. 

& Co’s “ Book for A vertisers,” which 

is L-, aa to any address on receipt of one 

dollar. “Apply to GEO, P. ROWELL & CO., Pub- 
lishers, 10 Spruce St , New York. 


7 OU OUGHT TO KNOW, YOU KNOW. If you 
don’t know that the Galveston NEWS and 
the Dallas NEWS (publication offices 315 miles 
apart) are the mediums for covering the whole 
Texas and adjoining Lg wre ee P you want 
to know all about it wri ELO & CO., 
Publishers, Dallas or 7 Galveston, tee 


I ENVER, Colorado —Geo_ P powell & So of 
New York i: their new BOOK FOR 

name the best, most widely ~ Eig 

most influential papers rs at each important center 

« a or ong! Ly the whole 


For Deny: r pcoonged this 
distinction is ‘the DENVER t REPO 


rs. Complete lists 


BLICA 


DVERTISING BY STATES: An ie 

leaflet : conveys concise information about 
the area and ae mag gh indicates the newspa- 
pers most valuable for an advertiser’s use in 
each separate State and Territory: together 
with a —< = 2 United States : sent po: ape 
for five t stamps. Address ROW 
ADVERTISING. "BUREA . New York. 


tisers,” which is sent by mail to any address for 
one dollar. Apply to EO. P. ROWELL & CQ 
Publishers, 10 Spruce St., New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pustisners, 
Office : No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
One Dollar a year in advance; single copies, 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, 75 cents a line ; $150 a page ; 
one-half page, $75; one-fourth page, $37.50. 
Twenty-five per cent additional for special posi- 
tions—when granted. First and last page fifty 
per cent additional. Special Notices, Wants or 
For Sale, two lines or more, 75 cents a line. Ad- 
vertisements must be handed in one week before 
the day of publication. 

JOHN IRVING ROMER, EDITOR. 


Every edition exceeds fifty-five thousand 
copies. 


NEW YORK, MARCH 30, 1802. 


PRINTERS’ INK aims to present each 
week helpful and practical matter for 
advertisers. Articles on topics coming 
within the scope of the paper will be 
welcomed by the editor, and, if found 
acceptable, will be paid for at a fair 
tate. 














THE competitors for the $500 offered 
by the publishers of PRINTERS’ INK for 
the best articles on ‘‘ What Constitutes 
a Subscriber?” etc., may be interested 
to learn that possibly not more than 
half a dozen entries have so far been 
made for the prize. As the capital 
sum is divided in six prizes, it would 
seem as though each of the competitors 
would be well paid for his efforts un- 
less a considerably larger number enter 
the ranks before the date of closing, 
May 31. Full particulars of this offer 
will be sent upon application. 


THE New York Board of Trade and 
Transportation, at its last meeting, 
adopted the following resolution : 

Resolved; That a committee be appointed 
to consider the existing postal laws and bills 
for their modification, and communicate to the 
Congressional Committee on Post-Offices the 
opinions and recommendations of the New 
York Board of Trade and Transportation. 

In accordance with this resolution, 
a committee of three has been ap- 
pointed, made up of the following 
gentlemen: Geo. P. Rowell, Patrick 
Farrelly and F. B. Thurber. It might 
be a good idea for this committee to 
confer with the committee appointed at 
the last meeting of the American News- 
paper Publishers’ Association with a 
similar object in view. 


PRINTERS’ INK. 


A CHANGE RECOMMENDED, 


A gentlemen who stands very high 
with the present Administration, in 
speaking of Gen, A. D. Hazen, says; 
** He is a very fair-minded man, who 
would not do an act of injustice to any 
one.” 

PRINTERS’ INK claims that General 
Hazen has grown incompetent from 
long occupancy of an office where he 
is the figurehead, and other people do 
the work, Probably he has in him the 
material for a first-class clerk, and it 
has been suggested that he be invited 
to change places with the man Fount- 
ain. Let Fountain become Third 
Assistant Postmaster-General, the real 
power remaining as at present with 
the clerk, and then, doubtless, Hazen’s 
good qualities will become more ap- 
parent, and Fountain’s faculty for 
creating a muddle more effectively 
concealed. 


“WHAT IS A SUBSCRIBER?” 
What is asubscriber? And how does he look? 
I want him to put in the Post-Office Book, 

So that Hazen can see (be it mole-hill or 
mountain) 
The thing that he is, without calling on Foun- 

TAIN. 





Is he He, She or It? Is hecoarse or exquisite ? 

Is he ane like P, T. Barnum’s ** What 
s It?” 

Is he biped, or mammal, or plesiosaurus ? 

In the Zodiac’s speech, Is he Aries or Taurus? 


On what food does he live that should make 
him elusive, 

So that nothing about him seems true or con- 
clusive ? 

Can it be he’s the sport of a Post-Office caper, 

And not simply one who subscribes for a paper? 


If he takes, though, a journal, wise, witty and 
smar 
On some trade of high worth, does his function 


epart, 
While to read and to pay for the Bungtown 
Bazoo 
Enrolls him ‘‘ subscriber’’— though the sheet 
has but ¢wo? 


If he pays for his paper in cordwood or clams 

Or, as bar-keeper, chalks up un-‘‘ scrupulous’ 
“ ” 

Is he still a “subscriber” ? but— very sur- 
prising — 

Is not if he pays with a year’s advertising. 


May the paper itself be not a dispenser 

Of thoughts of its own, O. K.’d by a censor? 
May it treat upon Sufism, sugar, or cheeses, 

And not on a theme, as it wishes or pleases ? 


I am almost persuaded that some imp of *‘ Old 
ick ’’-olas 
Is the fakir who's made“ this dispute so ridic- 


ulous ; 
And that a Hottentot boor or an African triber, 
Could tell in a minute what makes a “ sub- 
scriber.” 





ea eS a lll CY 

















THE “‘ NATIONAL BULLETIN ” AND 
WANAMAKER’S “‘ BOOK NEWS.” 





The National Bulletin still prints at 
the head of its columns that it is en- 
tered in the United States mails as 
second-class matter. Gen. Hazen 
states that this is not the fact, but that 
it ‘‘is mailed as second-class matter 
on deposit of postage at third-class 
rates.” 

The law upon this point is unmis- 
takable. On page 819, section 58, of 
the postal regulations we find this: 
“The printing of such words (entered 
as second-class matter) or their equiv- 
alent, without due entry having first 
been made, is unlawful.” 

The National Bulletin is published 
by the Republican National Commit- 
tee, the Chairman of which has been 
First Assistant Postmaster - General. 
He knows the law and yet has per- 
mitted this violation to continue 
through some seven issues of the 


paper. 

As good Republicans, the publishers 
of PrinTERs’ INK protest against this 
infraction of the postal laws by the 
Republican National Committee ; and 
against its being permitted by the 
Post - Office Department. Such a 
course is certain to reflect discredit 
upon the Administration and the party. 
If the Vational Bulletin had been de- 
voted to trade instead of politics no 
single copy of it would ever have been 
received as second-class matter at any 
post-office in the United States. Con- 
sidering the course of the Department 
toward PRINTERS’ INK, which is a 
legitimate dusiness enterprise, the favor 
in which it appears to hold the Bulletin 
is even more outrageous than the con- 
tinued admission as second-class mat- 
ter of Mr. John Wanamaker's ‘‘ Book 
News.” 





WHAT are commonly known as 
“‘fake” advertisements are made the 
subject of comment by a contributor to 
this issue of PRINTERS’ INK. This 
sort of advertising is most prevalent in 
papers that circulate among the 
humbler classes, whose lack of educa- 
tion renders them credulous and easy 
victims for the confidence man. The 
responsible advertiser, doing a business 
entirely legitimate and above board, 
tegrets the existence of these frauds. 
They reflect upon his business indi- 
tectly, for the man who has once been 
deceived by an advertising swindler, 
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from that time forth is suspicious of all 
advertisers. Particularly is the man 
who has something in the novelty line 
to sell cheap the sufferer. The ‘‘ fake” 
advertiser bears the same sort of rela- 
tion to the legitimate advertiser that 
the quack doctor does to the reputable 
medical profession. It would be a 
good thing for the advertisers of high 
standing—who are the chief support of 
the papers—if the sharpers engaged in 
the business could all be run to ground 
by the agents of the Government em- 
ployed for that purpose. The trouble 
is that they operate under so many 
different addresses and change their 
location so often that it is difficult to 
get the necessary evidence against 
them. The reputable agencies decline 
to have anything to do with known 
swindles, and the best class of papers 
refuse their advertisements. But, un- 
fortunately, it is not always possible to 
distinguish the legitimate from the 
imitation. 





SURPRISE is often expressed at the 
prominent place occupied by Augusta, 
Me., in the publishing business. An 
anonymous writer has lately cast doubt 
upon the genuineness of the large cir- 
culations ascribed to the journals issued 
in that city. He asserts that the postal 
facilities there are not sufficient to con- 
vey the number of copies which the 
various publishers claim to print. One 
of the large Augusta publishers ad- 
vances proof of the falsity of this asser- 
tion. He shows that two of the mail 
cars making daily trips have a capacity 
of 520 tons a month, and his own cir- 
culation claim only makes his monthly 
output to be 64% tons, which would 
seem to leave plenty of room for the 
other Augusta publishers. It often 
turns out that the man who is the most 
incredulous of newspaper circulations 
and who pretends to know that they 
are not so large as claimed, really has 
nothing to base his statements upon. 


IN 1775 there were in the entire 
country 37 newspapers, 14 of which 
were in New England, four were in 
New York and nine in Pennsylvania, 
In Virginia and North Carolina there 
were two each, in Georgia and in South 
Carolina three. * * But the papers 
were not received by the post-office, 
and it was only by rewarding the post- 
riders that a place was made for a 
dozen copies in the portmanteaus con- 
taining the letters.—McMaster’s Hist. 
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In Chicago an innocent advertise- 
ment in a musical programme has 
been the means of starting a merry 
war. Paderewski, the eminent pianist 
who has been creating such a furore 
this winter by his playing, seems to be 
disposed to assume the position of 
censor of advertisements as well, and 
from all I see in the Chicago papers he 
must have raised a very large-sized 
rumpus because a local dry goods 
house was permitted to insert the fol- 
lowing card in the programme for one 
of his concerts : 





PADEREWSKI 
is the King of Piano Players. 


MANDEL BROTHERS 
are the Emperors of the Dry Goods Business. 








It doesn’t seem to me that there is 
anything so objectionable in this, but 
it appears that as soon as the irascible 
Pole caught sight of the announce- 
ment during the preliminaries he be- 
came indignant, and refused to play a 
note until the objectionable programmes 
had been gathered up and destroyed. 
As they represented quite a little in- 
vestment for the manager, he very 
naturally declined to comply with this 
request. 

a * % 

The matter was finally compromised 
for the time being, but in order to 
avoid a similar misunderstanding at a 
future concert, the manager resorted 
to a trick not altogether unknown to 
some unscrupulous newspaper publish- 
ers. An edition of a few copies of 
the programme was printed, in which 
the objectionable advertisement gave 
way to something less offensive. The 
“doctored” programmes were spread 
in the green-room, where Paderewski 
would be sure to see them, and so he 
fancied his wishes had been respected, 
and he was pacified. But why he 
should object to being called ‘‘a king 
of piano players” in an advertisement, 
or to having a dry goods house mod- 
estly refer to themselves as ‘‘ emperors 
of the dry goods business” when they 
were paying for it at 2 good round 
rate, is still a mystery to ‘‘ The Re- 
viewer.” 

eo“ 

From an Atlanta, Ga., paper I clip 

an advertisement of a local grocer, 
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which utilizes in a peculiar way ap 
event of great national importance: 


Sullivan’s Challenge 


ACCEPTED BY AN ATLANTA 
MAN. 


John L. Sullivan's challenge accepted by G. W, 
Stephens, the heavyweight of Atlanta, for the 
sum of ten thousand dollars, a forfeit of twenty. 
five hundred to be deposited in any Atlanta 
bank, on conditions. Rules to be Queensbury, 
Also Sullivan to use while in training groceries 
bought of Stephens, 111 Peachtree, the cheapest 
cash grocery in the city. A call wil! convince 
you. Yours truly, G. W. Stepuens, 

Witness, W. J. Kee.inc. 


But I should think that such an ad- 
vertisement might cause Mr. Stephens’ 
business rivals to utter unkind criti- 
cisms. They might suggest that it 
was his idea that John L. would never 
be able to survive a diet of the Steph- 


| ens’ groceries ! 


* ” & 
This ingenious nightmare in adver. 

tising is used by a shoe-dealer to draw 

attention to the variety of his wares; 





Reduction in. Price 

I have sometimes been guilty of 
chiming in with smart critics in casting 
cheap gibes at Mr. W. L. Douglas for 
printing his own portrait so much, but 
now that I have seen how much worse 


he might have done I shall never again 
utter a word of reproach. 














i. 





LARGEST CIRCULATIONS. 





Acomplete list of all the newspapers 
to which a circulation rating is ac- 
corded of more than 5,000 copies each, 
by the American Newspaper Directory 
for 1892, shows the following distri- 
bution : 

5 in Alabama, of which 4 are in 

Birmingham, 

1 in Arkansas. 

26 in California, of which 19 are in 

San Francisco and 3 in Oakland. 
in Colorado, all of which are in 

Denver. 

11 in Connecticut, of which 4 are in 
New Haven. 

12 in the District of Columbia, all of 
which are in Washington. 


oe 


1 in Florida. 
15 in Georgia, 14 of which are in 
Atlanta, 


130 in Illinois, of which 109 are in 
Chicago, 3 in Bloomington and 
3 in Peoria. 

21 in Indiana, of which 15 are in 
Indianapolis. 

1g in Iowa, of which 4 are in Des 
Moines, 3 in Cedar Rapids and 
3 in Sioux City. 

12 in Kansas, 5 of which are in To- 


peka. 

15 in Kentucky, of which 14 are in 
Louisville. 

25 in Maine, of which 13 are in Au- 
gusta, 7 in Portland and 4 in 
Lewiston. 

16 in Maryland, of which 15 are in 
Baltimore. 


g6 in Massachusetts, of which 70 are 
in Boston, 9 in Springfield and 
3 in Worcester. 

in Michigan, of which 25 are in 
Detroit, 2 in Grand Rapids and 
2 in Port Huron. 

29 in Minnesota, of which 15 are in 
Minneapolis and 14 in St. Paul. 

in Mississippi. 

67 in Missouri, of which 52 are in St. 
Louis and 11 in Kansas City. 

in Montana. 

in Nebraska, half of which are in 
Lincoln and the remainder in 
Omaha. 

in New Hampshire, 4 of which 
are in Manchester. 

in New Jersey, of which 4 are in 
Newark and 4 in Jersey City. 

309 in New York, of which 235 are in 
New York City, 19 in Buffalo, 
14 in Rochester, 10 in Albany 
and 7 in Brooklyn. 

in North Carolina. 
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in North Dakota. 

in Ohio, of which 30 are in Cin- 
cinnati, 22 in Cleveland, g in 
Columbus and 7 in Springfield. 

in Oregon, all of which are in 
Portland. 

127 in Pennsylvania, of which 84 are 
in Philadelphia and 25 in Pitts- 
burgh. 

in Rhode Island, of which 7 are 
in Providence. 

in South Carolina, 

in South Dakota. 

in Tennessee, of which 9 are in 
Nashville and the balance- in 
Memphis. 

14 in Texas, of which 7 arein Dallas. 
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in Utah, all of which are in Salt 
Lake City. 


2 in Vermont. 

g in Virginia, of which 7 are in 
Richmond. 

6 in Washington, 4 of which are in 
Seattle. 


30 in Wisconsin, of which 23 are in 
Milwaukee and 3 in Madison. 

I in Manitoba. 

1 in Nova Scotia. 

33 in Ontario, of which 26 are in 
Toronto and 3 in London. 

15 in Quebec, all of which are in 
Montreal. 

> ad 


ENGLISH ADVERTISERS. 





Lonpon, March 9, 1892. 

Your correspondent, Mr. ‘I’. B. Russell, isa 
litttle bit ‘‘ off’? in his remarks in your issue 
of February 24, more especially as regards 
Messrs, James Ross & Co's cocoa advertise- 
ments, It is true that the firm use the catch 
words, *‘ Grateful —comforting,’’ but rarely 
in “plain pica type, black face, upper and 
lower case,’ and never in the way Fe puts 
them, If they have a line advertisement in a 
prominent position it is set thus: 


EPPS’S (suc) COCOA 


in boldest type the position will allow, and 
quite irrespective of font. (See front page 
margin of Pansy and back pe margin of 
Wide Awake, published by Lothrop of Bos- 
ton, Mass.) The firm, as a matter of fact, 
generally use a “ paragraph” advertisement 
(which is equivalent to ‘* reading notice’’ in 
the United States) to advertise their cocoa. 
Here it is: 

Epps’s Cocoa.—GRATEFUL AND Com- 
FORTING.—*‘ By a thorough knowledge of 
the natural laws which govern the opera- 
tions of digestion and nutrition, and by 
a careful application of the fine properties 
of well-selected CocoA, Mr. Epps has 
provided our breakfast tables with a deli- 
cately flavored beverage which may save 
us many heavy doctors’ bills. It is by the 
judicious use of such articles of diet that 
aconstitution may be gradually built up 
until strong enough to resist every ten- 
dency to disease. Hundreds of subtle 
maladies are floating around us ready to 
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attack wherever there is a weak point, 
We may escape many a fatal shaft by 
Ht mf ourselves well fortified with pure 
blood and a properly nourished frame.’’— 
Civil Service Gazette,—Made simply with 
boiling water or milk. Sold only in pack- 
ets, by Grocers, labelled—‘* James Epps 
&Co., Homeopathic Chemists, London.” 
And, in addition, in the provincial press, this 
is given in a great many cases; although no 
hard and fast line is ever drawn: 


BOILING WATER OR MILK. 


errs 's 


GRATEFUL -COMFORTING. 


COCOA 


GREAKFAST OR SUPPER. 

The ‘‘paragraph’’ advertisement, which is 
the quotation from the C7vzZ Service Gazette, 
contains no reference to ** Grateful—Comfort- 
ing,” which two words are added to it; and 
they were, I might say, coined by Mr. James 
Epps. It used, many years since, to be 
Mc Grateful—Refreshing,” as Mr. Russell may 
remember, if he ever saw the advertisement 
in the carriages on the underground railway, 
but the latter word was long ago discarded for 
the much more expressive ‘* Comforting.” 

Posters the firm do not use, only enamelled 
iron tablets at railway stations, white letters 
on a black ground, the lettering being very 
simple and just like the display advertisement 
above, only without top and bottom lines. 
Handbills ave used and Bose you one; only 
as they are enclosed with the packages, they 
are generally distributed from the grocers’ or 
retailers’ counters, and hence may not have 
come under Mr. Russell's notice. 

Very truly yours, 
Epwarp S. Jones. 





HIS HONESTY PROVED A GOOD “AD.” 
Froman English Journal, 

A provincial draper found a sixpence on the 
floor of his shop. Being an honest man, he 
put this notice in his window: ‘‘A sum of 
money found on Tuesday last in this estab- 
lishment, The owner will receive the same 
within upon describing the money.” Hun- 
dreds and hundreds of people have since called 
and announced the loss of money. Their 
respective losses ranged from two shillings to 
hundreds of pounds. No one has announced 
the loss of a sixpence, All who have called 
have spent money in the shop. A merry 
twinkle glitters in the honest draper’s eye as 
he looksat the lucky sixpence which has brought 
him so much trade. 


We Write Ads. Weston & Smith, Wash., D.C 


EORIA HERALD. Best family rin Ili- 
nois outside Chicago. 6,000 » daily. 


N “ef x4 ES for Publishers and Novelty Deal- 
ers. P. O. Box3046, Boston. Send for Catalogue. 


AGENTS’ Hated igsety i bos Me 
APNERTRAMENT Sri Paine 
B'SPASRS. 490" PRINTERS 
PIANOS, fava. Wish oc 
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miums from Em- 
28 Reade 8t., N.Y 





BOSTON. 3 p Dyez,! ice x Co. Ay = 
clients wanted. E. SPROUL, 658 Wash’ ton St, 


















































You know a good thin ng 
= you see it. Send 2c. for chromo“ 
lage School.” Spencerian I 4o., 810 B’ ‘way, N.Y NY 

WE will en; ve a copper plate 
$1: 35 = 100 visting cards for $1.35, Pad 
MR eo Satisfaction guaranteed 
ELLMAN BROS., Toledo, O. Samples, 4c. 
lee Graphic in America, 
52Tribune B’ld Y. Agreat convenience to 
advertisers. es con Hand-book on request. 
Pan Francisco Bulletin 
Largest evening circulation in California, 
PU character, pure tone, family newspaper. 
UB L 4 Always vere 
dvertisers, 
OPINION "=" 
New York. 
Do You Want Agents? 
I have sent so far to 35,000 Post-offices for the 
names of agents for my own use. Send for 
ticulars. J. SMEAD, Vineland, N. J, 
Portraits—Made to order from 
Photos. Cheapest newspaper cuts 
made. Send for proofs. CENTRAL. 
Guus PRESS ASSOCIAT’N, Columbus, 0, 
s 
i T Write and Draw 
for Pearline and Dr. Pierce’s medicines. F, 
OSBY, Specialist in the Preparation of 
Advertising Matter, 822 Broadway, N. Y. 
jo an cireu tion. 
Combined, 14,000. Ni EWS 
San Francisco Call. 
Established 1853. 
Daily, 56,759—Sunday, ” 61,86 
The Leading Y mapaner of he Pictfc Coast 
in Circulation, Character and Influence. 
Men Who Advertise, and need a new idea, 
now and then, will find a valuable assistant in 
the novel * Book of Ideas for Advertisers,” just 
published by T. Mallett, New Haven, Ms Pent 
and sent on ats of $1. 06, Post paid. 
Descriptive Primer Free for 2-Cent ome at 
appliel for at once. 
? 
To Those Who Don’t Know: 
I write ads; don’t draw them. Haven't a pic- 
ture ey and + Sg send samples around for 
0 hs008e from. What you get from me 
oe FH. cvigtnal. and for yourself alone. You 
pay only for what you get. E. A. WHEATLEY, 


Chicago, Ill. 


WILL ACT 


as local agent for firms or advertising agencies 
in carrying out plans of advertising that require 
personal supervision or attention in Chicago. 
‘* Experience has value.’’ 
H. S. DERBY, 
Room 1300 Auditorium Bldg., Chicago. 


HEROLD DES CLAUBENS 


Catholic German woukiy. published at 309 Con- 
vent *. ZZ. Louis, Mo., since 1850, is one of the 
few rs (25 out of 802) having over 
— circulatlo on (32,500 in March). One adver- 

iser last month received 50 replies to a single 











WOOD ENSRAVING Gane) 





eten of advertisement: Farms for e. 
Rates reasonable. Sent upon application 
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THE EVENING JOURNAL, 


JERSEY ( CITY, N.J. Circulation, 15,500, 





dvertisers’ say it pays. 80 per cent. discoun vertisement 
Printers’ Ink 3 Feb. 17. sty fort the list. 
How to Make B. L. CRANS, 10 Spruce St.. N. Y. 








RUBBER STAMPS. A Breezy Circulation 
Use Latest Improved Process 
and a New York Vulcanizer. Cir- 
culars free. BARTON MFG. CO., 

338 Broadway, New York. 
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1 | MeconuwtN EWS PAPER 
” | ADVERTISING tee 


WE GIVE TO ALL CUSTOME 8 





RELIABLE DEALING CAREFUL SERVICE.. 
«7 LOW ‘ ESTIMATES. “~23 
















$1 2 Wo. 62 DESK. Judicious ADVERTISE Conspicuous 
oy on phos Selections, @y Positions, 
Oak and Walnut. Experienced ‘ 4. Unbiased 
Assistan ~, Opini 
"Pin Veneer Prompt” Coa e ae) sng 
Top. Two slides Transactions, q' § Confidential 


above drawers. 
Superior in ma- 
terial, workman- 
oop on 000 of th Desks in Use. Send fo’ Desk 
Of these Desks in Use. Send for ESTIMATES OF COST IN ANY NEWSPAPER 
Catalogue. WM. L. ELDER, Indianapolis, Ind. FURNISHED FREE OF CHARGE. 


ST. PAUL, 
We control over 5000 cars. J. L. STACK & CO... "tty 


Read our Little Book 35,000 LADIES 
on Street Car Advertis- WHO 


ing. Mailed to any ad- DO FANCY WORK 


dress. 
> 1 ®& WViee Refer to THE MODERN PRISCILLA daily for 
C A RL E TON X K ISSA M ’ instruction in Fancy Work and Painting, sugges- 
Times Bldg, New York. tions for House Decoration, new patterns for 
Knitting and Crochet, etc. 
Advertisers of first-class goods that ladies buy 


hould give THE PRISCILLA a trial order. 
See It Grow. |' hesegg 


March Ist, the subscription list of SUCCESS Cireulation proven by postal receipts, ete. 
WITH FLOWERS was 29,659; en Rirely dow oted | Advertising Rate, 25 cents per Agate line. 
to Floriculture; SUCCESS WITH FLOW- | Forms close the 20th of month preceding 
ERS is destined for a great national circula- i 
tion. The first edition for April will be 50,000 | *#*Ue- 
copies. Published by 
THE DINGEE & CONARD co., | Address, PRISCILLA PUB. CO., 


WEST GROVE, PA. LYNN, MASS. 


HOME- MN AK ERK MAGAZINE; new management ; the only organ of the “ Woman’s 
Federated ( ‘lubs, ”’ the vertising Fates —— - influential women 
known. Send for copy the new HOM )ME- MAKER and advertis 44 E, 14th St., N. ¥ 


Why Is It ?=-That 


F ARM-POULTRY 


HAS A CIRCULATION OF os. 265,000 QHOnTHEL 
Why, secure more permanent business every su | issue? Why have oa ‘experienced 
advestianrs continued in it since it was founded and teoquedl ly use a whole page at a time 
ANSWER: It pays advertisers; it will pay any one who wishes to reach + fl in the 
suburbs of large towns, villages and live farmers who have —— and a open © Se it ~¥ reliable goods. 
No others need apply. Over one-half of our readers are women ; 
SAMPLE COPY AND RATES, ADDRESS 


FOR 
S. JOHNSON & CO., 22 Custom House St., Boston, Mass, 


Low Prices. SUCCESSFULLY. Service. 
CONTINUOUS ADVERTISING BRINGS SUCCESS ! 
ADVERTISEMENTS DESIGNED, PROOFS SHOWN AND 
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Needing more space to accom- j 
modate ‘Advertisers, handsome The Special Potato Number 
new Nonpareil ‘I'ype has been of the Rural New Yorker con- 


put in use in 


tained nearly 35 columns of ad- 
vertising matter; and any and 
every “ad.” in it was fit to or- 
i. nament a church program. No 
The Agricultural Monthly of Largest Circu-| Other paper in the country runs 
ee See See Se so much purely agricultural ad- 
vertising. No other farm paper 
— —— |is.entirely free from objection- 
able advertisements. 
Folate the stan ner The Rural New Yorker has 
ep) Digod, ars, safe and eect @/ been the recognized authority 
WY ily medicine known for$/on agricultural subjects for 


iousness, Constipation, ; 
Dyspepsia, Foul | Breath, $ | Over 40 years, and it has guard- 














YOUR LIST IS LACKING WITHOUT IT. 

















of Appetite, Mental Depression, Painful Di. © | ed. j isi | i 
y on. nfu -3 | 
gestion, Pi wg TES Complexion, Tired | € a nm co — with 
eeling, an symptom or disease re- % 
sulting from impure blood, or _———_- by | suc i ance py tr . appear 
e stomach, liver or intestines rm @ | 
their gl functions. Persons given to | ance Oh oe ad. » It Is 
over-eatin ne nN | 
y TARULE after each meal. Price, ow mail lho impiie guarantee or your 
; ie. 5 ress 
; RiPaNS CHEMICAL CO.,10 Spruce St, N. ¥. | onesty. , 
Agents Wanted; EIGHTY per cent profit. “‘The Rural New Yorker,” said the big- 
“ | een ee ope man in Philadelphia, “ is 
; Cut this advertisement out and show it : ured ee t out at the head of the agricult- 
to your nearest druggist. If he has not the Will dy inati 
TABULES in stock write and tell us his free. Doyouwanth? > or cae 
name and address and exactly what he said, is 
> and we will send you a sample bottle free. $ THE RURAL PUBLISHING CO., 
ee ee Times Building, New York. 

















Tre one paper of Wisconsin, Minnesota and the Dakotas. CHas. H. Eppy, Eastern Agent, 
10 Spruce St., New York. CRAMER, AIKENS & CRAMER, Milwaukee. 


The New Haven News 


Has the Largest Delivered Circulation in the State of Connecticut 


GUARANTEED. 
Che Christian Advocate. 


Official weekly metropolitan newspaper of “ The Methodist Episcopal Church.” Circulation, over 

50.000 guaranteed. We invite correspondence from advertisers who would like to reach our 

people, and whose advertisements would be appropriate for a religious family journal. Address 
HUNT & EATON, Publishers, 150 Fifth Ave., Cor. 20th St., New York. 


THE NEW YORK LEDGER 


The Great National TMlustrated Family Journal of America. A Weekly Magazine of 
the Highest Class. THE Medium for Reaching the Best Families in Every Town and 
County in the United States. 

ROBERT BONNER’S SONS, Publishers, Spruce and William Sts., New York. 
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What will it do? 


It will introduce reputable ad-| 


vertisers into over 300,000 
prosperous homes. 





How ? 


With 


issue. An immediate introduc- 
tion will necessitate copy and 
order by April 10, the closing 
date for May Issue. 


MOO ; 
ee ag at | New York 


S. H. 


its Paid Circulation of 
Over 300,000 Copies per | 


435 


Allen’s Lists 
Known throughout the 
world as the 


The Best 


ADVERTISING 

MEDIUMS IN 

AMERICA. 
PROVEN BY 
ACCURATE 
RECORDS OF 


Results. 
E. C. ALLEN & CO., 


PROPRIETORS, 
AUGUSTA, MAINE. 





—THE— 


Toledo Blade. 


Toledo, Ohio. 





The Daily Edition has the 
largest circulation of any 
Ohio daily outside of Cincin- 
nati or Cleveland. 

The Weekly Edition has 
the largest circulation of 
any weekly to a daily in the 
United States. 

We have no special agen- 
cies or traveling men. For 
advertising rates consult 
any responsible advertising 
agency, or address 


THE BLADE, 
Toledo, Ohio. 





°K °N SQ31nqsIUId *°O) M0010 GHIVE 


Retail Clothing Dealers are 


BIG ADVERTISERS, and know 
a good thing when they see it. 


Their universal comment is : 
“Your Advertising Clocks are 
the Best Advertising Specialty 
we have ever seen,’ 

We have fourteen leading Clothing Houses 


among our customers. 
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ULZI ‘TRIG “UT Ie “IqS1OH 
°H0010 HWOSGNVH ADUVI V 











FA i REE 





436 PRINTERS’ INK. 


FACTS ; and their 
SETTING FORTH. 


The advertiser supplies the facts ; we set 
them forth, with all the skill we have. 
We charge for it, and for the ‘‘ know-how ;” but 
not more than it is worth. 


“Our Idea of It ;”—for a stamp. 


ROBINSON-BAKER rT 
Advertising Bureau, AD-S ITHS 
107 Pulitzer Building, N. Y. ° 
We place advertisements anywhere. 








¢ 
Yo Get 


Goon Apvertisine 


GQ ok WRITE TO 
ROWELES ADVERTISING 


BvREAYW, 
| \e Spruce St. NewYore. I 














No new publication, for some time, | 
has ‘‘ caught on’’ like the Mayflower. 
In a recent test of a profitable adver- 
tisement ‘‘ The Mayflower’’ brought in Whose 
actual direct returns over eight times 
the cost of the advertisement, while 
the returns from other first-class me- 
diums ran from three to four times the Fault 
cost of the same advertisement. This 
was the statement of one of our cus- 
tomers. J. L. STACK & CO., Is It 


Advertising Agents, 
February 15,1892. St. Paul, Minn. 





Circulation never less | That your advertise- 
than 300,000 copies | ment is not in 
a month. | THE MAYFLOWER? 


AAAS 


E. C. VICK, Advertising Manager, 


FLORAL PARK, N. Y. 
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Aveusta, March 18th, 1892. 


Baitor Painters’ Ink, New York: 
Sir—We have noted, the following ia Ink 
“ Frauds in Circ 


Fiend, under the ulation 
Statements,” and have > been looking into the 
matter a little, [ ust how we are fixed down 
for 

yt friend ¢ of f mine, who is somewhat of a statis- 
my mind a few weeks ago that 

te hee fmulion Om issues Of various publications 
e id not be carried 


5 eo 

— provided notbing else was put in the 
cars. As there are three concerns, each 
claiming and giving evidence more or less relia- 
ble of having one million each month, the query 

arises: How is this done t” 
We, of course, coear at all times, with 
r_ bills, ¥ receipts, etc., to prove 
Comfort’s circulation exceeds a million a 
month ; but we have never deemed it advisable 
to try to prove it by statistics, and we fear that 
advertisers would be as slow to anceps. statistical 
proof of circulation as they will to accept 
statistics asevidence against circulation, especi- 
ally if all statistics are as far from the facts asin 
the case quo’ We stand ready to forfeit 
000 to any person who will show in any way a 
lure on our part to fulfill in letter or spirit, 

our circulation he fol ntee. 
We present t ne Sacts regarding the 


postal Hacilities 0 Augus 
The thro ree from St. John to Bosto 
ouuelieg ' r all Western points, stops at au u- 
- every day at 10:10 A. M., and six days out of 
seven ay -4 periodical mail to the extent of 
from eighty to one hundred and ten sacks 
bs us, the capacity of that car, when it 
-_ es — allowin ing room for points west of 
must be 110 sacks, but we will call it 100. 
These sacks will show an ——- weight of fift 
ds, net, LF — more, and sacks of period- 
Kral mail would have a total weight of two anda 
half tons, and in a working month of 26 days 65 
= of periodicals could be carried on this train 


at °1.00 P. M. another wet train stops at 
Augusta on its way West, and each day except 


Sunday es on @ special mail sto e car 
at this _, = a a on this car is un- 
worked east e car is nota 


— van but a full-sized b 
This ow and has a capacit le 
am wetep 35,000 pounds, or 17 tons, 
in the month of 26 days would amount to 


is tons 
In addition to this car, the same train hauls its 
r, large stal car, which is by no means 
loaded whem it any ye ASESen, OF y a poor 
devil, in a ing from is ‘rain alone. has discovered 
vom 


when, alighting and 
watches d into this work 
car. But — cant = this car into the cal- 
culation, nor will we add the capacity of ~ 

cars on trains lea here at A. 
and 3:45 P. M., which is considerable. We will 
leave these points for the “ statistician ” to weave 
into a new argument, and go on with our part 


of we play. 

assert that on the two mail cars mentioned 
not by a than 520 tons of periodical mail could be 
carried out in o yy and not only could be, 
but has been carried in that ratio when the occa- 


proven to those most in- 


issue exceeded a million co ae. Our post- 
ved receipts, of which a fac si will al sent 
y reader, show that we have paid pos 
for tl that edition on a weight of 128,941 pow 
nh a simple division shows this to be about ta: 
pane little less. We have used Jan‘ 
illustration, because it was a month wit: 
working days. 
Now, as far as facilities are concerned, 
= rove conclusively that these two cars daily 
id carry away second-class matter the 
weight of 520tons per month, and for Comfort 
we encroach upon t service 
6434 tons ~~, or apout one-eighth of the capaci- 
of the £0 it mrst be evident, despite 
Piao of the unnamed statistician, quoted 
Fiend |, under a nom- 
Seams, that ugusta is provided with postal fa- 
to handle, .— f ost the enormous bulk of 
second-class mail which it does, but an amount 
eight times as large, and we should take great 
gh in giving /_—- roof < 7 ie bo ony 


person statistics. 
should it ever come in their way visit our little 
“Down East” 


iy Gash Fab, Comfort. 
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Truth tersely told should be sufficient. 
If we could tell it so convincingly that 
you would act upon it at once, the re- 
sult would be quicker profit for you 
and us, 

This is terse truth ; A general adver- 
tiser with an article which appeals to 
well-to-do householders can find no 
easier, quicker and cheaper way to in- 
troduce it with endorsement than by 
using religious papers. 

Be convinced: Use these papers for 
their field. 





Put [sunday schoo! Times. 
Them PHILADELPHIA. 
On 
Your 
List 





BALTIMORE. 
Baltimore Baptist. 
Presbyterian Observer. 


Write to us about 
how this may prof- 
it you. 


= 
© PRINTING °) 








Over 260,000 Copies 
Religious Press 
Association 
Phila 











EXCHANGED FOR 


© ADVERTISING °) 
SPACE |: 


For Price List see page 252 of Printers’ INK 
for February 17. 


Newspaper Publishers wishing to 
contract for a regular supply of 
ate INKS 














FINE JOB INKS 
and pay in advertising space, 
wey or in part, are asked to 
ress 


W. D. Wilson Printing Ink Co., Ltd., 
10 Spruce Street, New York. 


PRICE LIST FREE ON APPLICATION, 
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3 => 
W. D. BOTCE’S LIST 


BIG WEEKLIES. 


THE SATURDAY BLADE. 


Cc. A. BURTON & CO., 


The Kensington Art Needle, Nos. 34 and 36 West Washington St., 
Cuicaao, February 6, 1892. 








Chicago Satu vaey Bade 
GENTLEMEN—The oo the past few months from our advertisement in the 
Blade have exceeded our expectation. The replies during the last three weeks have 
exceeded by thirty per cent the combined number of those received from the National 
Tribune and Union Signal. These results we consider worth Se ng to advertisers 
(Dictated.) Yours truly, BURTON & CO. 


THE CHICAGO LEDGER. 


LYON & HEALY, 
Pianos, Church and Parlor Organs, Band Instruments, Etc., 
State and Monroe Sts., 
CuicaGo, February 18, 1892. 





Mr. W. D. Boyce, Publisher: 

Dear Sin—This house applies a test peculiar to ag 3 to asowtein the positive value of 
mediums in which they advertise regularly. Both the Blade and the Ledger have stood this 
test, and their constant use by this house is therefore a practical nee. 

Very truly yours, LYON & HEALY, 
B. H. JEFFERSON, Mer. 


THE CHICAGO WORLD. 


INDIANA SPRINGS CO. 


INDIANA MINERAL SPRINGS, IND., 2-26-92. 
My Dear Mr. Boyce-I presume you will be pleased to learn that the little notice you 
inserted for me in your valuable paper brought over two hundred answers inside of six 
days, and they are still coming. If ne ~~ for adv. ordered from N., Y. arrived to-day, I 
will have a 4in. D. C. adv. in the Blade, Ledger and World next‘week. 
Yours truly, H. L. KRAMER. 








THE ELLIOTT TELEPHONE CoO. 


MOORESVILLE, IND., Feb. 26, 1892. 
W. D. Boyce, Pub., Chicago, Ill.: 

DEAR Sin—We should have written you ere this but for the rush of replies from the 
advt., which began coming in as early as Saturday onus of the day of issue, and the mail 
Monday morning brought 100 answers and every mail since has brought a load of answers 
and are still yy tlt s we could find about two more paper? that would as — as 
yours we would be Very truly yours, T. CO., per L. ae ae 


400,000 weexy. 
$1.60 per Line, Agate Measure, 


DIRECT OR THROUGH AGENCIES. 














he 
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THE CHICAGO 
Daily Globe 


AND 


THE CHICAGO | 
Sunday Globe 


WITH 


Facts Relating 
Thereto : 


dedctesndimemaundl Being a short his- 
tory of the remarkable growth of a daily and 
























Sunday newspaper, the causes contributing 
to this growth, together with indisputable 
proofs of a daily circulation of 40,000 copies, 
a Sunday circulation of 56,000 copies, and 
that in point of size, circulation and adver- 
tising patronage the paper stands THIRD 


among its several great contemporaries. ° 


In Ten Chapters. 





FRANK S. GRAY, 
GENERAL EASTERN AGENT, 
Tribune Building, 

New York, 
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3 of a kind. 
tt 


af 





A Rich “FIND”— 
3 Telegrams! 


Elmira, 3 Great 
Albany, Sunday 


Harrisburg, { Weeklies. 
Combined Circulation Over 300,000 Copies. 


They are “true fissure leads,’ with *‘ pay rock’’ from the grass- roots, and have never 
“‘petered”’ out. The ‘‘trend”’ of the veins underlies the industrial interests of the State 
capitals of the great States of New York and Pennsylvania, and that prosperous interior 
center of trade—Elmira. The local population of these ¢#ree cities is over 170,000, with anout 
lying population of over three millions. Their prosperity is founded on “ bed-rock.”’ They 
carry over a surplus and never wrestle with a deficit; they work the ** mother lode,” which 
inall its ‘‘ dips, spurs and angles ’’ shows “‘ free-milling ore,”’ whose “ pulp assays’ keep up 
the boom. The old crusher is at full speed, and the stamps are kept on the rock through 
three * shifts ;’ ’ the bullion teams are always on the road; every “* drift’’ shows a *‘ clean 
face,’’ and the vein—'She is a beauty!’’ The whole camp from the Hudson down the 
valleys of Schoharie, Chemung and Susquehanna is happy and content. 

rosperity leads to leisure, and leisure to luxury ; and 





re 4 get some of that bullion! 


A Known Mark you, 300,000 
Circulation oe Proof on tap. 


A. FRANK RICHARDSON, 
SPECIAL AGENT, 
Tribune Building, New York. | Chamber of Commerce, Chicago. 








